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OUR

LEGACY
OUR GREATEST ASSET
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MARKET
CAP

R$ 1.6B

R$ 2B
R$ 4B

SOLID VALUE GENERATION HISTORY

CONTINUED 

IN THE 

FOLLOWING 

YEARS...
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R$ 5B

IMPLEMENTED DURING THE PANDEMIC

DIGITAL 

TRANSFORMATION

INCREASE SHARE 

OF E-COMMERCE

(10% → 20%¹)

LEAD-TIME 

REDUCTION

INCREASED 

MARKET SIZE

OMNI SALES 

IMPLEMENTED

PENETRATION 

INTO NEW 

SEGMENTS

PRODUCTIVE 

EVOLUTION

ONLINE

SHOWROOM

SELL-IN

LIVE SESSION

SOLID VALUE GENERATION HISTORY
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MARKET
CAP

EXPANSION AND 
CONSOLIDATION LANS 

CONTINUE
...

EXECUTING THE COMPANY’S STRATEGIC PLANNING

GENERATING SHAREHOLDER VALUE

R$ 1.6B
R$ 2B

R$ 4B
R$ 5B

R$ 11B

SOLID VALUE GENERATION HISTORY

...
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FLYWHEEL EFFECT - CONCEPT
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IPO

CAGR= 17.6%

WE DELIVERED PERFORMANCE AND RESILIENCE

THROUGH SEVERAL ECONOMIC CYCLES
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2010-2022 LTM
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STRONG TRACK RECORD IN THE INTEGRATION OF ACQUISITIONS

AND VALUE GENERATION
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VALUE GENERATED BY ACQUISITIONS – AR&CO

CAGR = 61.0%

CAGR= 661.3%

2020-2022

2020-2022
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VALUE GENERATED BY ACQUISITIONS – VANS

CAGR = 56.3%

CAGR = 115.9%
2020-2022

2020-2022
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PEER 1 PEER 4PEER 2 PEER 3 PEER 5

CONTINUOUS VALUE GENERATION

TO SHAREHOLDERS
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POSITIONING IN 2019
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STRATEGY

GROWTH AVENUES



POSITION IN 2022
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STRATEGY

GROWTH AVENUES
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FITNESS BEACHWEAR UNDERWEAR
KIDS

WOM³

R$ 42.7B²

STRATEGY | GROWTH AVENUES

OPPORTUNITIES AND CHALLENGES – BRANDS/SEGMENTS
RETAIL | FASHION

APPAREL FOOTWEAR & HANDBAG
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MARKET

OPPORTUNITY

R$ 14.5B¹R$ 62.3B¹
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STRATEGY | GROWTH AVENUES

OPPORTUNITIES AND CHALLENGES – US GEOGRAPHY
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STRATEGY | GROWTH AVENUES

OPPORTUNITIES AND CHALLENGES – GEOGRAPHY EUROPE & LATAM (EX-

BRAZIL)
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STRATEGY | GROWTH AVENUES

OPPORTUNITIES AND CHALLENGES – POSITIONING

A1 CLASS A2 CLASS B CLASS

WE REINFORCED OUR A1-

CLASS POSITIONING 

WITH THE ACQUISITIONS 

OF OFICINA IN 2020 AND 

CAROL BASSI IN 2021

C CLASS

TAM¹
FTW & APP

MARKET

OPPORTUNITY
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STRATEGY | GROWTH AVENUES

OPPORTUNITIES AND CHALLENGES – CHANNELS

•

•
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UNTAPPED MARKETS

BRANDS

CATEGORIES

SEGMENTS
GEOGRAPHY

CHANNELSCLASS

R$ 43.2B US$ 16.2B

R$ 50.5B R$ 6.3B

3
1

2
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STRATEGIC FOCUS

FULL LOOK
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STRATEGY

STRATEGIC PILLARS
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AREZZO&CO STRUCTURE 
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ALEXANDRE BIRMAN

A L E X A N D R E  B I R M A N  &  

R E N A T A  M O U R A
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PMI | POST MERGER INTEGRATION – Integration Credentials

Supporting companies in successfully controlling new corporations or assets, and incorporating this into their 

business and operations, ensuring the appropriate conditions to capture synergies and achieve the deal’s 

objectives.

Steering companies through the effort of joining businesses, understanding the type and purpose of each merger, 

respecting each company’s unique traits and  defining guidelines that will ensure the new company’s creation.

Efficiently running a partial or full spin-off of a parent company’s business unit or asset, ensuring all elements for 

operation as an independent company.

Acquisitions

Mergers

Carve outs

Supporting companies in defining and implementing their platform company development strategy by means of 

multiple acquisitions, ensuring complete integration for value creation and increased returns.
Buy and Build

100+

PMIs

(in different kinds 

of deals and 

contexts)

We have consolidated experience in different contexts, geographies and segments, and apply this knowledge to developing the Playbook. 

EXPERIENCE WITH PMI UNDER DIFFERENT TYPES OF NEEDS
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• The Project has been completed. The availability of the companies’ Heads was

key to this end, as was the strength of the Tactical Committee to challenge

the status quo and create a methodology adherent to reality.

• The PlayBook is a living tool and will require the Head of Development to

make sure that it is updated based on upcoming experiences.

NEW “Bring to Life” CYCLE

• Structuring a PlayBook applicable to the reality of Arezzo&Co, based on

experience from previous acquisitions, Integration’s knowledge, and market

benchmarks to ensure effective integration of NEW integrations.

PROJECT OBJECTIVES

R
E
A

D
Y

 T
O

 P
L
A

Y
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Construction and Validation Process

Done in concert with the leadership team, taking account of Integration’s benchmarks and references, as well as the knowledge, 

experience and reality of the Arezzo&CO Group 

KNOWLEDGE OF AREZZO&CO + TACTICAL 

COMMITTEE+ BENCHMARKS
Interviews (30) + frequent meetings with the Tactical 

Committee and individuals + Benchmarks

BUILDING THE PLAYBOOK

RECOGNIZING THE TOPIC’S RELEVANCE TO 

THE PRESENT AND THE FUTURE
Validating types of integration and different realities

ASSUMPTIONS VALIDATION WITH THE 

STRATEGIC COMMITTEE AND THE BOARD

PROCESS DEPTH
We have a 200-plus page Playbook organized into 

10 chapters that underwent an extensive internal 

validation process.

DETAILED VALIDATION WITH THE 

TACTICAL COMMITTEE
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Aligning Principles and Assumptions

To support its growth strategy, Arezzo&Co defined acquisition types and assumptions. 

Integration types

Integration assumptions
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Integration Types

Arezzo&Co’s acquisitions are currently organized into 6 type. Each type will demand a certain degree of autonomy, centralization, 

standardization and speed.

BRAND WITH 

MERCHANT *
Acquisition of a brand, but the entire knowledge is the founder’s/creator’s

BRAND WITH 

LICENSING
Licensing the use of a certain brand with selling rights

BRAND Acquisition of the brand as an intangible asset alone

SERVICES
Acquisition of businesses to support Arezzo&Co’s value chain. 

Plays a transversal role throughout the chain

PRODUCTIVE 

ASSETS
Acquisition of plants and other assets for the group

New integration types may be included in support of AREZZO&CO’s strategy

BRANDS 

PLATFORM

Acquisition of a company or group of companies to enable building other 

business models and expanding the portfolio

HG Malu Calçados

ILLUSTRATIVE EXAMPLES
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Integration Assumptions

Certain Business Assumptions are shared by all acquisitions, regardless of the target company’s moment.

DIMENSIONS ASSUMPTIONS

Corporate

• Visibility and financial control of the company (e.g.: control of cash and earnings)

• Align and coordinate IT initiatives and project with Arezzo&Co’s Information Technology Strategy

• Carry out integration of the target’s data and abide by Arezzo&Co’s information security policies

• Adjust integration strategies to capture goodwill and other tax and fiscal opportunities in integrations

• Centralize the Legal/Audit, Sustainability and Institutional Relations areas

• Align the direction of Human Resources policies

Operations • Lead the coordinated effort to secure synergies, where applicable, and align metrics and KPIs

Culture & 

Leadership

• Include the target company in Arezzo&Co’s earnings management and budgeting governance model (Ns)

• Adjust the organization’s practices and uses to Arezzo&Co’s compliance culture

Brand
• Maintain the target companies’ identity and brand, in the event of “Platform” acquisitions, “Brand with 

Merchant”, “Brand with Licensing”, and “Brand”

Shared Services
• Integrate the CSC (Financial, Tax, Accounting, People Mgmt, OSHA and Non-Productive Procurement), Expansion, Real 

Estate and IR) and implement ERP in acquisitions, abiding by the SLAs, as well as assessing Platform adaptations.
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Structure | How the Integrations team adds value to the deal flow

Given the Integration assumptions and Arezzo&Co’s culture, the Integrations team contributes at different points along the Deal 

Flow.

1 2 3

INTEGRATION
CLOSINGSIGNING CONCLUSION 

PMI
DAY ONE

PlanningM&A First month Other 100 days

Adds value by...
• Supporting due diligence 

• Sizing the integration challenge

• Mapping the deal’s potential synergies

• Adding clarity to the acquisition’s key 

risks and challenges

Adds value by...

• Adding method and discipline to 

the integration process

• Ensuring traction in integration 

management governance

• Ensuring Change Management 

between Arezzo&Co and the 

target

• Planning and executing business 

changes

Adds value by...

• Making it happen and 

ensuring the integration 

assumptions (non-negotiable

for Arezzo&Co)

• Ensuring no value is lost 

against the investment thesis

• Ensuring the handover to the 

parties responsible for the 

company’s daily business

Adds value by...

• Structuring the integration strategy (what and when 

to integrate)

• Sizing and formalizing the team responsible for 

integration

• Assembling the integration roadmap

• Defining the Change Management and culture 

strategy

• Being prepared to plan and organize the “control-

taking” and communication plan (DAY ONE)

The integration team is sized to operate throughout the deal flow.
Best practice underscores that the sooner the Integration team enters the deal flow, the better the odds of a successful PMI.

Level of involvement of the Integration area along the deal flow
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The Playbook is structured into 2 major chapters

INTEGRATION 

AREA STRUCTURE 

& GOVERNANCE1 2 INTEGRATION 

PROCESS

This chapter introduces the structure and governance design 

required by the Integration area, which is the Playbook’s 

warden, and details governance in terms of form and content

STRUCTURE GOVERNANCE

• Organizational Structure 

Design for the Integration 

Area

• Design of the dynamics and 

Q&A for the areas involved

• Professional Profiles 

Description

• Area-Sizing Spreadsheet

• Integration projects 

governance

• Internal governance for the 

area and with the Executive 

Board

• Project reporting framework

• Work fronts 

proposal/example

• Rituals design

Details the 10 stages of the Integration process, organizing 

knowledge, detailing tools, templates and roles.

INTEGRATION PROCESS

• Organizing the Integration Process covering Signing, 

Closing, Day One and PMI Conclusion; to include:

• Executive Description of each Stage

• Details on each stage’s purpose, inputs and outputs, 

supporting tools, main activities, deliverables, points for 

attention, and each party’s role

• Reference materials and templates
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Key Messages

TEAM
DEDICATED TO 
INTEGRATION

Ensure the presence of dedicated Integration professionals and their involvement beginning with Due Diligence,

understanding the investment thesis, and business levers with knowledge of Arezzo&CO’s reality.

Define, for each integration, what must and must not be done and major movements. Make and support the

necessary decisions, so that no time is lost and so that the expected value and synergies are captured.
CLEAR

STRATEGY

CLARITY FOR 
THE TARGET 
COMPANY

The Integration Strategy and major movements must be aligned with and communicated to the Target Company’s 

leaders.

MAKE 
DECISIONS 

HAPPEN

Respecting the assumptions means putting them into practice, the Executive Committee must support the 

implementation and understand timing vs. pressure for capture. 

KEEP THE 
PLAYBOOK ALIVE

AREZZO&CO has been successful in its integrations and the Playbook consolidates the best practices, supporting the House

of Brands strategy.

KNOW THE 
CULTURE

The cultures of Arezzo&CO and the target company have direct influence on the business strategy, on leaders’ behavior, 

and on the working style. “Know thyself" must pervade the integration process.

Arezzo&Co is driven to make it happen, with the following being key:
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SUPPORT PLATFORM - INTEGRATIONS

INTEGRATION 

DONE IN 2 

MONTHS

INTEGRATION 

DONE IN 1 

YEAR, 

COMPLETED IN 

JAN/22

INTEGRATION 

COMPLETED IN 

1 YEAR -

APR/22

INTEGRATION 

DONE IN 7 

MONTHS

INTEGRATION 

UNDER WAY

INTEGRATION 

DONE IN 3 

MONTHS, 

COMPLETED IN 

FEB/22

SUPPORT PLATFORM AREAS
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SUPPORT PLATFORM  AREZZO&CO
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SUPPORT PLATFORM  OPERATIONAL
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1,4 1,6 1,7 1,9 2,1 2,0 

3,6 

5,0 

-10%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

 -

 1,0

 2,0

 3,0

 4,0

 5,0

 6,0

16.0%

EBITDA

MARGIN 

ADJUSTED 

ROIC

29.7%

STRONG TRACK RECORD
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M A U R I C I O  B A S T O S
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A NEW FRAMEWORK FOR A 

NEW MOMENT
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12

606

920

600

300

4 DATA 

PRODUCTS WITH 

ALGORITHMS 
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559M
INFLUENCED REVENUES

(SALESPERSON APP)

29%

100M

40%

+76%
22x21 +57%

+48M
50
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2018 2019 2020 2021 2022

1.6M

171M

637M
+30% 

vs. 2020

+142% 
vs. 2019

+34% 
vs. 2018

218M163M 526M 685M
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238M

53



3.6M

WAITING LIST
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O N E

S T O P

S H O P

1 P

+138% 

21 VS. 2022 YTD (SEPTEMBER)

12M

45% 
55
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S O U R C E S  O F  G R O W T H

CORPORATE

SALES

ZZ INFLUENCER

NEW 

CONNECTIONS
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SUPPLY

CHAIN
INTEGRATED SUPPLY-CHAIN 
MANAGEMENT

60



DURING THE PANDEMIC, OUR VERTICALIZATION AND 
BUSINESS MODEL WERE AN EVEN GREATER DISTINCTION

MANUFACTURING RETAILSYMBIOSIS

FROM THE HANDS OF CRAFTSMEN
TO CUSTOMERS’ FEET SINCE 1972
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FOOTWEAR “SOFTWARE 
PLANT”

COST-PLUS MODEL,
WITH FIXED MARGINS, WITH 

EVERYONE WORKING BASED ON 
STORE SELLING PRICE AS A TARGET

MONITORING AND
RAPID RESPONSE

IN-HOUSE PRODUCT INTEGRATED SUPPLY SELL-OUT DRIVEN
MODELMANAGEMENTDEVELOPMENT

COLLECTION 
PLANNING

TRENDS 
SURVEY

PRODUCT 
DEVELOPMENT

SELL-IN PRODUCTION DISTRIBUTION STORE

STORES SELL-OUT FEEDBACK
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CHANNEL
INTEGRATION

SOURCING & 
LOGISTICS

MERCHANDISING & 
SUPPLIES

FRONT 3FRONT 2FRONT 1

AGILE CONNECTION BETWEEN A CUSTOMER’S WISH, WHEREVER 
SHE MAY BE, AND THE DESIRED PRODUCT, WHEREVER IT MAY BE

COLLABORATIVE 
COLLECTION
BUILDING

DATA AND 
ANALYTICS FOR 
ASSORTMENT 
DEFINITION

IN-SEASON 
MANAGEMENT 
AND RAPID 
RESPONSE

SYNCHRONIZED
DEMAND AND 
PRODUCTION 
CAPACITY

REDUCED LEAD 
TIME
(B2B & B2C)

TOTAL STORE VS 
ONLINE INTEGRATION

THERE ARE 3 MAJOR EVOLUTION FRONTS TO MAKE OUR 
SUPPLY CHAIN EVEN MORE INTEGRATED AND AGILE
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CHANNEL
INTEGRATION

SOURCING & 
LOGISTICS

MERCHANDISING & 
SUPPLIES

FRONT 3FRONT 2FRONT 1

AGILE CONNECTION BETWEEN A CUSTOMER’S WISH, WHEREVER 
SHE MAY BE, AND THE DESIRED PRODUCT, WHEREVER IT MAY BE

COLLABORATIVE 
COLLECTION
BUILDING

DATA AND 
ANALYTICS FOR 
ASSORTMENT 
DEFINITION

IN-SEASON 
MANAGEMENT 
AND RAPID 
RESPONSE

SYNCHRONIZED
DEMAND AND 
PRODUCTION 
CAPACITY

REDUCED LEAD 
TIME
(B2B & B2C)

TOTAL STORE VS 
ONLINE INTEGRATION

THERE ARE 3 MAJOR EVOLUTION FRONTS TO MAKE OUR 
SUPPLY CHAIN EVEN MORE INTEGRATED AND AGILE
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SOURCING
AGILE,
FLEXIBLE AND
SCALABLE
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AREZZO&CO SOURCING 
OVERVIEW

OUR SUPPLIERS NETWORK
BY THE NUMBERS

SÃO PAULO

12

MINAS GERAIS

8

SANTA CATARINA

3

BAHIA

4

RIO GRANDE DO SUL

SINOS VALLEY: 

35
PARANHANA 
VALLEY: 

6
CAFÉ TRAIL: 

4
SOUTH REGION:

2

PRODUCTION:

2021:
12.8M PAIRS
1.3M HANDBAGS

2022:
14.9M PAIRS
1.7M HANDBAGS

(YTD JAN-SEP)

NETWORK 100% ABVTEX-
CERTIFIED BY DEC-22
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IN 2022, THERE WERE IMPORTANT MOVES IN
CONNECTION WITH OUR SOURCING

NEW PLANT IN 
VERANÓPOLIS/RS (4Q21)

NEW PLANT IN
ALAGOINHAS/BA (1Q22)

AR&CO: NEW ON-DEMAND
PLANT IN RIO (1Q22)

INCREASED
SOURCING CAPACITY

STRENGTHENED
PRODUCT CULTURE

INCREASED
EXPORTS

VERTICALIZATION OF 
THE BAGS R&D PROCESS

INCREASED AGILITY AND 
EFFICIENCY/MARGIN FOR 

BAGS

OWNED
PLANTS

HG
TAKEOVER

SUNSET
TAKEOVER

STRENGTHENING OUR SOURCING MODEL AND PRODUCT CULTURE
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LOGISTICS
REDUCED
LEAD TIME

68



AREZZO&CO LOGISTICS – OVERVIEW

*CONSOLIDATED 9M22

B2B

ON-TIME 
DELIVERIES (OTD)

+96%
DECREASE IN STORE 
DELIVERY TIME

-1 DAY
B2C

SHIPPING

GROWTH OF 
15% VS 21

+17M
DECREASE IN SHIPPING 
COST OVER
NET RENEVUE

-0.4 P.P
ITEMS SHIPPED

SPEED

EFFICIENCY

+
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ON THE LOGISTICS FRONT, WE HAVE BEEN INVESTING IN EXPANDED
OPERATIONAL CAPACITY AND EVOLVING THE DISTRIBUTION MODEL

OPENING IN MAR/22 OPENING IN JAN/23

NEW RIO DC
(AR&CO)

NEW ES DC
(AREZZO&CO)

LOGISTICS EXPANSION

12,000 SQ.MT

5,000 SQ.MT

40,000 SQ.MT

22,000 SQ.MT
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MERCHANDISING 
& SUPPLIES

MERCHANDISING & SUPPLIES
EVOLUTION
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CHANNEL
INTEGRATION

SOURCING & 
LOGISTICS

MERCHANDISING & 
SUPPLIES

FRONT 3FRONT 2FRONT 1

AGILE CONNECTION BETWEEN A CUSTOMER’S WISH, WHEREVER 
SHE MAY BE, AND THE DESIRED PRODUCT, WHEREVER IT MAY BE

COLLABORATIVE 
COLLECTION
BUILDING

DATA AND 
ANALYTICS FOR 
ASSORTMENT 
DEFINITION

IN-SEASON 
MANAGEMENT 
AND RAPID 
RESPONSE

SYNCHRONIZED
DEMAND AND 
PRODUCTION 
CAPACITY

REDUCED LEAD 
TIME
(B2B & B2C)

TOTAL STORE VS 
ONLINE INTEGRATION

THERE ARE 3 MAJOR EVOLUTION FRONTS TO MAKE OUR 
SUPPLY CHAIN EVEN MORE INTEGRATED AND AGILE
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RESERVA GO – TWO YEARS IN ONE
EXAMPLE OF APPLICATION OF THE “PLUG AND PLAY” PLATFORM

NEW SELL IN 
MODEL

SELL OUT 
EVOLUTION

NEW PRODUCT 
LINES

NEW LAUNCH CALENDAR

HIGH COLLECTION FREQUENCY

E-SHOWROOM 

RAPID RESPONSE

INCREASED ASSORTMENT 
ASSERTIVENESS

WEEKLY CUSTOMER COMMUNICATIONS 
CALENDAR

MONTHLY NEWS

360 MARKETING WITH ALL CHANNELS

OWNED STORES EXPANSION

GAINS ON EXISTING LINES – RSV, MINI 
AND SLIPPER

LAUNCH OF THE WOMEN'S FOOTWEAR 
CATEGORY

EXPANSION OF THE
ACCESSORIES CATEGORY

SALES UP +103% IN 2022*
*CONSOLIDATED 9M22 73



RELATIONSHIPPROCUREMENT

MORE AGILE AND 
FLEXIBLE 

RESTOCKING

CAPTURING THE 
OMNICHANNEL 

POTENTIAL

RESTOCKING

PRE-SEASON IN SEASON

DEVELOPMENT OF DECISION-SUPPORT TECHNOLOGY AND SYSTEMS

ASSERTIVE 
PROCUREMENT 

DECISIONS

NEW SUPPLY AND RELATIONSHIP MODEL

INCREASED ASSERTIVENESS OF THE 
ASSORTMENT DEFINITION MODEL 

(WHAT TO BUY, HOW MUCH TO BUY), 
INTEGRATING THE NETWORK’S WISDOM 

WITH ADVANCED ANALYTICS TOOLS

REDUCED RESTOCKING TIMES AND 
MORE AGILE RESPONSE TO DEMAND

THROUGH OMNI INVENTORIES TO 
RESTOCK THE ENTIRE CHAIN ON AN 

OPEN GRID

ADJUSTMENT TO THE FRANCHISE 
NETWORK’S COMPENSATION AND 

COMMISSIONS MODEL, ASSOCIATED 
WITH THE EXCELLENCE PROGRAM

(OMNI FRANCHISE SEAL)

SER PROJECT
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E-SHOWROOM + ZZNET ZZNET

SER PLATFORM

ZZPLANNING

PRE-SEASON IN SEASON

ZZASSORTMENT ZZREPA ZZ6Rs

• RAPID RESTOCKING 
FOR CONTINUED
AND COLLECTION 
ITEMS USING AN OMNI 
INVENTORY ON AN 
OPEN GRID

• 6 R MANAGEMENT:

1 - REPLENISH
2 – RE-PROMOTE
3 - REARRANGE
4 - REPRICE
5 - RETRACT
6 - REACTIVATE

• EXCELLENCE AND 
RELATIONSHIP 
PROGRAM
(OMNI FRANCHISE SEAL)

FRANCHISEE
INTERFACE

PRODUCT
LIFECYCLE

• DEMAND AND 
OTB PLANNING 
AND 
MANAGEMENT

• RECOMMENDED
PROCUREMENT 
BY STORE AND 
CATEGORY
THROUGH AN 
ANALYTICAL SALES 
FORECASTING MODEL 
AND MERCHANDISING 
ALLOCATION

75

• RECOMMENDED IDEAL 
PROCUREMENT 
GRID BY SIZE
ACCORDING TO EACH 
PRODUCT’S AND
STORE’S 
CHARACTERISTICS

• ORDERS EDITING 
CONCENTRATING 
PROCUREMENT ON MOST 
DESIRED PRODUCTS IN 
SELL-IN TERMS 
(“WISDOM OF THE 
CROWDS” + ANALYTICAL 
MODEL)



SER PROJECT – EARLY RESULTS
PILOT AREZZO BRAND 2022

FULL-PRICE 
SELLOUT

+7.4M
SELL-OUT

PILOT GROUP
VS

CONTROL GROUP

(INV VS 2019 AND SUMMER VS 2021)

SER

+2.5p.p% -14% 
INCREASE IN FULL-PRICE 
SALES AT PILOT STORES 
VERSUS OTHER STORES

LEFTOVERS DECREASE AT 
THE END OF THE WINTER 
SEASON AT PILOT STORES 
COMPARED WITH OTHER 
STORES

PERFORMANCE

LEFTOVERS AT 
SEASON’S END

2022

TOOLS BEING TESTED IN DIFFERENT NUMBERS OF STORES. 
THEREFORE, WE CANNOT YET ESTIMATE THE POTENTIAL GAINS FROM ALL CHANGES APPLIED TOGETHER.

OPERATOR
CASE

+3.8% 
AVERAGE SALES INCREASE TO 
AN OPERATOR IN SP USING ALL 
TOOLS

APPLIED TO THE AREZZO
BRAND’S FRANCHISE CHAIN, 

THIS WOULD REPRESENT 
ADDITIONAL SELL-OUT OF

APPLIED TO THE FRANCHISE CHAIN, THIS WILL REPRESENT A GAIN 
IN TERMS OF BOTH GROSS MARGIN 

AND INVENTORY EFFICIENCY

+$50M/YEAR
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IMPLEMENTATION PLAN

WINTER 
22

WINTER 
23

SUMMER 
23-24

SUMMER 
22-23

• PROOF OF CONCEPT 
AND PILOT LAUNCH
(AREZZO BRAND)

• DEVELOPMENT AND ROLL-OUT OF 
THE RECOMMENDED IDEAL GRID BY 
SIZE THROUGH THEE-SHOWROOM

• EXPANDED ORDERS EDITING TO 
NEW REGIONS, REACHING 132 
AREZZO-BRAND STORES

• DEVELOPMENT OF THE 
RESTOCKING SYSTEM (ZZREPA). 
ROLL-OUT FOR ALL BRANDS FOR 
RESTOCKING OF CONTINUOUS 
ITEMS AND AT 90 AREZZO-BRAND 
STORES, AS A PILOT, FOR 
COLLECTION ITEMS RESTOCKING

• EXPANDED ORDERS 
EDITING TO 300 AREZZO-
BRAND STORES BY THE END 
OF THE SEASON

• DESIGN AND EXECUTION OF 
THE MONI DH PROJECT

• EXPANDED OPEN-GRID 
COLLECTION RESTOCKING, 
THROUGH ZZREPA, TO 150
AREZZO-BRAND STORES

• SYSTEMS DEVELOPMENT 
FOR THE ZZPLANNING 
MODULE

• ROLL-OUT OF THE ORDERS 
EDITING TOOL TO ALL 
AREZZO-BRAND STORES

• MONI DH OPERATIONAL 
STARTUP

• PREPARATION FOR ZZREPA 
ROLL OUT FOR AREZZO-
BRAND COLLECTION ITEMS 
RESTOCKING, 
REPLENISHING THROUGH 
THE OMNI INVENTORY ON 
AN OPEN GRID

• EXPANSION OF THE 
RECOMMENDED 
PROCUREMENT BY 
CATEGORY TOOL TO 200 
AREZZO-BRAND STORES
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1 2 3 4
IN-HOUSE PRODUCT 
ENGINEERING AND 
INTEGRATED 
KNOWLEDGE 
MANAGEMENT AS THE 
BASIS FOR SUCCESS 
UNDER AN UNSTABLE 
SCENARIO ALONG 
PRODUCTION CHAINS

LAUNCH OF THE 
“SOFTWARE PLANT” 
FOR BAGS WITH THE 
TAKEOVER OF HG

5
FOOTWEAR 
“SOFTWARE 
PLANT“ AS A 
DISTINCTION INVESTING IN BOTH 

NEW MANUFACTURING 
PLANTS AND IN 
STRENGTHENING 
SOURCING CAPACITY 
AND PRODUCT 
CULTURE, WITH THE 
TAKEOVER OF SUNSET

PRODUCTION 
FLEXIBILITY

COLLABORATIVE 
AND SELL-OUT 
DRIVEN SUPPLIES 
MODEL, IN 
CONSTANT 
EVOLUTION AND 
SUBJECT TO 
REPLICATION

PLUG&PLAY 
SUPPLIES 
PLATFORM

TECHNOLOGY AS A 
MEANS TO INTEGRATE 
THE STORES CHAIN 
AND SUPPORT BOTH 
PROCUREMENT AND 
RESTOCKING, AS WELL 
AS CHANNELS 
INTEGRATION

EVOLUTION OF 
THE FRANCHISEE
SUPPLIES AND 
RELATIONSHIP 
MODEL

LOGISTICS DIRECTED 
TO REDUCE OUT-OF-
STOCK TORE EVENTS 
THROUGH SHORTER 
LEAD TIMES AND 
INCREASED OPEN-
GRID RESTOCKING.
NEW DHS IN RIO 
(OPENING IN MAR-22) 
AND ES (OPENING IN 
JAN-23)

LOGISTICS 
EXPANSION

CLOSING MESSAGES
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WE BELIEVE THAT TOGETHER WE CAN LEARN, DEVELOP AND GROW. WE RESPECT AND VALUE EACH 

BRAND’S UNIQUE IDENTITY AND ESSENCE, SHARE ETHICAL VALUES, A CUSTOMER VISION, AND 

SUSTAINABILITY FOR AREZZO&CO ON TO 2154.

PRODUCT

COMMUNICATION

CHANNELS

WE SHARE AND/OR

HOLD AS NON-NEGOTIABLE:•

•

•

•

•

•

•
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PILLARS OF

SUSTAINABILITY
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97%

03

91%

01

90% 50%
70%
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05
7% OF AB VOLUME TRACED

100% 75% 75%
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100% OF DOMESTIC AND 

INTERNATIONAL SLAUGHTERHOUSES

100% OF FATTENING FARMS

100% OF WEANING AND REARING

FARMS

TRACED VOLUME GAINS
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05

PLEDGE FOR SUSTAINABLE 

MATERIALS BY 2024

STATUS FOR SUSTAINABLE 

MATERIALS AS OF 2022 91

91



100%
99%

2023

-5%
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20

12

TROC

8 1 B
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85%
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BRAZILIAN

PROGRAM 

GHG PROTOCOL 

3 CONSECUTIVE

YEARS

ADHERENCE EXAME 2022

AREZZO&CO

AR&CO

B3 PORTFOLIO
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L U C I A N A  W O D Z I C K  &  

M I L E N A  P E N T E A D O



















F E R N A N D O  C A L I G A R I S





•

•

• •

•

•

•

•
•

•

•

•

•

•

• • • •

•

•

•

•

•

•

•

•

•
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STRUCTURE US-BASED TEAMS
LOCAL 

LEADERSHIP AND 
SHARED TEAM

HYBRID

STRUCTURE

SUPPLIES SELL IN-SELL OUT 
APPROXIMATION

MONTHLY 
COLLECTIONS

ADAPTED MODEL

DISTRIBUTION

REVISED RETAIL, 
POP UPS AND 

DIGITAL 
PROGRESS

DIGITAL

ONLY

DIGITAL AS A 
PRIORITY

START 2020

EXPANSION WITH A 

SHARP FOCUS ON 

DIGITAL

2020-2021 END 2021

SURVIVAL
FLEXIBLE 

STRUCTURING

ASSETS

EFFICIENCY

15,9%
13,8%

8,1%
5,0%

0,0%

5,0%

10,0%

15,0%

20,0%

2019 2020 2021 9M 2022

% G&A OF NET REVENUES
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ASSETS

EFFICIENCY

Norah Atterbury 

ATACADO

Fernando Caligaris

Cleyton Soares

E-COMMERCE

Anna Garzon

MARCA SCHUTZ

Flávia Gorayeb

MARCA A. BIRMAN

Pedro Domingues

ADMIN E OPERAÇÕES

Jean Pacheco

NOVOS NEGÓCIOS

CANAIS MARCAS CORPORATIVO

8 6-7 83

12

Norah Atterbury 

ATACADO
Cleyton Soares

E-COMMERCE

Anna Garzon

MARCA SCHUTZ

Flávia Gorayeb

MARCA A. BIRMAN

Pedro Domingues

ADMIN E OPERAÇÕES

Jean Pacheco

NOVOS NEGÓCIOS

CANAIS MARCAS CORPORATIVO

8 6-7 83
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R$351M
ARZZ  REVENUES

(JAN-SEP22)

+58%
22x21

R$171M

R$180M
+80%

22x21

+40%
22x21

+88% ONLINE

+47% STORES

69,5%

30,5%

ONLINE LOJAS

% OF 

SALES
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❑ CHAIN OXYGENATION:

❑ SWAPS 

❑ POSTPONEMENTS

❑ OUTFLOW PARTNERSHIP

ACTIONS

R$63M
B2B REVENUES

(JUL-SEP22)

+20%
22x21
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❑ TARGETED REPRICING

❑ NPS LEVEL MAINTAINED (˜76%)

❑ INVESTMENT IN CRM, MEDIA AND 

GROWTH (TEAM, SOLUTIONS AND 

SKILLS)

ACTIONS

R$45M
E-COMM REVENUES

(JUL-SEP22)

+37%
22x21
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❑ ATTENDANCE AT THE MAIN FASHION AND 

LIFESTYLE EVENTS

❑ CELEBRATION OF SCHUTZ’S 10TH

ANNIVERSARY IN THE US

❑ ENGAGING AND HIGH IMPACT 

ACTIVATIONS (SCHUTZ TRIP) AND 

CAMPAIGNS (IMAGE MAKERS)

IMAGE MAKERS CAMPAIGN
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THE PROCESS
Overview of the strategic planning process 

executed with the US leadership.

See content

FROM DATA TO 
INFORMATION

Outputs of the process that were the 

foundation for the proposed strategy.

See content

THE PATH 
TO GREATNESS

Attack and Sustaining strategies proposed to 

deliver our big dream for the Intl Business. 

See content

THE BIG DREAM
Financial consolidation of the proposed 

strategies, due the core expansion and 

new avenues development.

See content

STRATEGIC PLANNING USA

METHODOLOGY
Data bases used to build up the 

USA market share model by brand

(our brands & competitors)

See content

MARKET SHARE
By brand and estimative of

the relevance of each sales channels 

(WSL, RTL and ECOMM)

See content

HISTORICAL AND 
BREAKDOWN OF THE MARKET

Presenting the addressable market

for each of our brands

See content

PRODUCT PERSPECTIVE
Best sellers products at 

wholesale for each of the main

competitors

See content
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POINT OF SALE                           SALES CHANNEL                          SUB CHANNELS                          

Fashion Footwear

Sport Lifestyle

Performance & Outdoor

SELL OUT Billions of US$ 2021

51% 26% 23%

66%
Physical

34%
Online

59%
Wholesale

41%
Direct 

To Consumer

44%
Full price 

Department Stores

32%
Mass

Merchandisers

& Off Price

24%Shoe Chains

(2019 was 23%)

37 37 38 39
30

37

Fashion Footwear Sport Lifestyle Performance & Outdoor
2016 2017 2018 2019 2020 2021

10 10 10 10 8 10

8 8 9 9
7

8

19 19 19 20

15
19

WHOLESALE

FROM DATA TO INFORMATIONWomen’s Footwear| Historical and Breakdown

POINT OF SALE                           SALES CHANNEL                          SUB CHANNELS                          

Fashion Footwear

Sport Lifestyle

Performance & Outdoor

SELL OUTBillions of U$ 2021

51% 26% 23%

66%
Physical

34%
Online

59%
Wholesale

41%
Direct

To Consumer

44%
Full price

Department Stores

32%
Mass

Merchandisers

& Off Price

24%Shoe Chains

(2019 was 23%)

37 37 38 39
30

37

Fashion Footwear Sport Lifestyle Performance & Outdoor
2016 2017 2018 2019 2020 2021

10 10 10 10 8 10

8 8 9 9
7

8

19 19 19 20

15
19

WHOLESALE

FROM DATA TO INFORMATIONWomen’s Footwear| Historical and Breakdown
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FASHION

FASHION BY PRICE RANGE

$ 1 - 25

$ 25 - 49

$ 50 - 74

$ 75 - 200

21%

16%

% of 2021

34%

$ 201 - 400 3%

MSRP

34%

18%

48%

0.5 Bi

0.3 Bi

0.7 Bi$ 1.5
Billions

8% of total

FASHION SHOES

FASHION BOOTS

FASHION SANDALS

> $ 400 8%

$ 3.5
Billions

18% of total

CATEGORY 
SHARE

0.9 Bi 25%FASHION SHOES

1.0 Bi 28%FASHION BOOTS

1.6 Bi 47%FASHION SANDALS

MSRP FASHION SANDALS AND SHOES > $ 75 - 199
MSRP FASHION BOOTS > $ 125 - 299

MSRP FASHION SANDALS AND SHOES > $ 400
MSRP FASHION BOOTS > $ 500

18%

9%
$75-100

7%
$100-150

2%
$150-200

1
2
1

TAM OF

AB
TAM OF

FROM DATA TO INFORMATIONWomen’s Footwear | Fashion Addressable

FASHION

FASHION BY PRICE RANGE

$ 1 - 25

$ 25 - 49

$ 50 - 74

$ 75 - 200

21%

16%

% of 2021

34%

$ 201 - 400 3%

MSRP

34%

18%

48%

0.5 Bi

0.3 Bi

0.7 Bi$ 1.5
Billions

8% of total

FASHION SHOES

FASHION BOOTS

FASHION SANDALS

> $ 400 8%

$ 3.5
Billions

18% of total

CATEGORY
SHARE

0.9 Bi 25%FASHION SHOES

1.0 Bi 28%FASHION BOOTS

1.6 Bi 47%FASHION SANDALS

MSRP FASHION SANDALS AND SHOES > $ 75 - 199
MSRP FASHION BOOTS > $ 125 - 299

MSRP FASHION SANDALS AND SHOES > $ 400
MSRP FASHION BOOTS > $ 500

18%

9%
$75-100

7%
$100-150

2%
$150-200

TAM OF

AB
TAM OF

FROM DATA TO INFORMATIONWomen’s Footwear | Fashion Addressable
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$75

$100

$200

<100
millions

$100 - 200
millions

>$200
millions

PRICE 
(AVG. MSRP)

ESTIMATED SELL OUT (WHOLESALE + DTC)

*

*

* Boots as main category * Entry price brand

**

*

CAPTION

1
2
2

FROM DATA TO INFORMATIONMarket Share | Contemporary WSL+DTC

*

$75

$100

$200

<100
millions

$100 - 200
millions

>$200
millions

PRICE 

(AVG. MSRP)
ESTIMATED SELL OUT IN WOMEN’S FOOTWEAR (WHOLESALE + DTC)

*

*

* Boots as main category * Sublabel brand

**

*

CAPTION
FROM DATA TO INFORMATIONMarket Share | Contemporary WSL+DTC

*
$75

$100

$200

<100
millions

$100 - 200
millions

>$200
millions

PRICE 

(AVG. MSRP)
ESTIMATED SELL OUT IN WOMEN’S FOOTWEAR (WHOLESALE + DTC)

*

*

* Boots as main category * Sublabel brand

**

*

CAPTION
FROM DATA TO INFORMATIONMarket Share | Contemporary Brands

*

*

*
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CALIFORNIA

15%

NEW YORK

14%

TEXAS

8%
FLORIDA

6%

MARYLAND

1%

MINNESOTA

1%

NORTH CAROLINA

3%

OHIO

3%

GEORGIA

3%

MASSACHUSETTS

3%

MICHIGAN

2%

SOUTH CAROLINA

2%

ARIZONA

2% ALABAMA

1%

WASHINGTON

2%

COLORADO

2%

MISSOURI

2%

VIRGINIA

1%

DISTRICT OF COLUMBIA

3%

ILLINOIS

4%

OREGON

1%

INDIANA

1%

TENNESSEE

2%LOUISIANA

1%

PENNSYLVANIA

4%

Distribution

STATE NAME

10% Estimated 
Market size 
(% of total)

NEW JERSEY

1%
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BEST SELLER CONTEMPORARY SANDALS

Irenee
MULTI-STRAP SANDAL

5 M 82 K

$65 1.3%

STEVE MADDEN

USD UNITS

AVG PRICE (MSRP) SHARE OF BRAND

Mini Miller
THONG

6 M 68 K

$95 3.7%

TORY BURCH

USD UNITS

AVG PRICE (MSRP) SHARE OF BRAND

Brando
FASHION SLIDE

5 M 145 K

$33 3.6%

MADDEN GIRL

USD UNITS

AVG PRICE (MSRP) SHARE OF BRAND

Yaro
MULTI-STRAP SANDAL

6 M 73 K

$84 3.5%

SAM EDELMAN

USD UNITS

AVG PRICE (MSRP) SHARE OF BRAND

Dway 5mm
FASHION SLIDE

10 M 15 K

$715 16%

CHRISTIAN DIOR

USD UNITS

AVG PRICE (MSRP) SHARE OF BRAND

Rockstud Thong
THONG

5 M 13 K

$400 5.4%

VALENTINO

USD UNITS

AVG PRICE (MSRP) SHARE OF BRAND

WHOLESALE CHANNEL

Revolution
FASHION SLIDE

7 M 12 K

$616 11%

CHRISTIAN DIOR

USD UNITS

AVG PRICE (MSRP) SHARE OF BRAND

Marmont GG
THONG

7 M 14 K

$514 5%

GUCCI

USD UNITS

AVG PRICE (MSRP) SHARE OF BRAND

GG Flat Slide
FASHION SLIDE

11 M 32 K

$700 7%

Gucci

USD UNITS

AVG PRICE (MSRP) SHARE OF BRAND

Opyum
MULTI-STRAP SANDAL

5 M 5 K

$974 8%

YVES S. LAURENT

USD UNITS

AVG PRICE (MSRP) SHARE OF BRAND

Product Perspctive BEST SELLER CONTEMPORARY SANDALS
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Brand Health Research FROM DATA TO INFORMATION
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TO INFORMATION

TO OPPORTUNITY

FROM DATA

A VISUAL ON THE PATH

CORE EXPANSION

Geographies

Categories

Brands

Channels

The Ambassador Program

STRATEGY

SUSTAINING STRATEGIES

GROWTH STRATEGIES

Shaping our strategy THE BIG DREAM

126

TO INFORMATION

TO OPPORTUNITY

FROM DATA

A VISUAL ON THE PATH

CORE EXPANSION

Geographies

Categories

Brands

Channels

The Ambassador Program

STRATEGY

SUSTAINING STRATEGIES

GROWTH STRATEGIES

Shaping our strategy THE BIG DREAM
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Where we want to be | Key Components

DREAM

Lean, 
efficient, agile, 
zero waste

Center of 
attention for
trends and 
innovation

Talent 
powerhouse

TOP 5 IN
Contemporary 
Shoe Market

Great
place
to work

International 
recognition of 
our success

Synergy between 
multi categories

International 
house brands

Protagonist

Risk taker, 
bold, 
confident

Reference on 
what is “hot”

Culturally
diverse

Global 
presence

Costumer 
obsessive

BIGDeliver products and experiences, 

with quality and sustainability, at the 

right time, through an international 

fashion platform

MISSION

To be the leader in fashion market 

share in Brazil, also with an 

international presence

VISION

Challenge, passion, flexibility, 

engagement, union, transparency

VALUES

127

THE BIG DREAMWhere we want to be | Key Components

DREAM

Lean, 
efficient, agile, 

zero waste

Center of 
attention for
trends and 
innovation

Talent 
powerhouse

TOP 5 IN
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recognition of 
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multi categories

International 
house brands
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Risk taker, 
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Reference on 
what is “hot”

Culturally
diverse

Global 
presence

Costumer 
obsessive

BIGDeliver products and experiences, 

with quality and sustainability, at the 

right time, through an international 

fashion platform

MISSION

To be the leader in fashion market 

share in Brazil, also with an 

international presence

VISION

Challenge, passion, flexibility, 

engagement, union, transparency

VALUES

44

THE BIG DREAM
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Forward.
It means knowing where you’re going by knowing where you’ve been. It's getting up and moving 

ahead, taking confident actions to begin a new chapter of our journey.

The traditional retail model has been in our core for our first 10 years. While tradition is cherished as a 

reminder of who we are, we believe in embracing the new to face the upcoming meta challenges.

We want the rush. The adrenaline. The thrill of exploring a whole new level. Complex, dynamic, 

innovative in every front. Far away from the comfort of what we once thought we knew. 

We are fresh. Bold. Full of energy and restless to take off. We are on a mission to discover the best of 

ourselves in everyway we grow. 

We've been told the US market is tough. Competitive. Relentless. Brutal. We've tasted it. And a 

worldwide pandemic later, here we stand, stronger.

We want more . Now.

Where we want to be | Our Manifest THE BIG DREAM

1
2
8

Forward.
It means knowing where you’re going by knowing where you’ve been. It's getting up and moving 

ahead, taking confident actions to begin a new chapter of our journey.

The traditional retail model has been in our core for our first 10 years. While tradition is cherished as 

a reminder of who we are, we believe in embracing the new to face the upcoming meta challenges.

We want the rush. The adrenaline. The thrill of exploring a whole new level. Complex, dynamic, 

innovative in every front. Far away from the comfort of what we once thought we knew. 

We are fresh. Bold. Full of energy and restless to take off. We are on a mission to discover the best of 

ourselves in everyway we grow. 

We've been told the US market is tough. Competitive. Relentless. Brutal. We've tasted it. And a 

worldwide pandemic later, here we stand, stronger.

We want more . Now.

Where we want to be | Our Manifest THE BIG DREAM
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Figuring amongst 

the top players in 

market share

well established, having 

reached break-even status on 

the newly entered markets

model driving ARZZ 

International to reach for 

higher goals always

for latest fashion trends 

and experiences.

VERY 
STRONG 
PRESENCE 
IN THE US

INTERNATIONAL 
PRESENCE 

EUROPE 
AND NORTH 

AMERICA

LONG-TERM 
SUSTAINABLE 
GROWTH

THE PLACE TO 
BE FOR WORK 
AND THE 
PLACE TO GO with powerful synergy in 

multiple fashion

categories.

OPERATING 
A HOUSE OF 
BRANDS 

Our Statement | The Path to Greatness

129

THE BIG DREAM
As a major player at the Center of Attention our 

Relevance in the market will be translated into:
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multiple fashion

categories.

OPERATING 
A HOUSE OF 
BRANDS 

Our Statement | The Path to Greatness
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THE BIG DREAM
As a major player at the Center of Attention our 

Relevance in the market will be translated into:
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BRAND CHANNELS GEOGRAPHIES CATEGORIES

PEOPLE TECH BRAND & PRODUCT CUSTOMER ESG

1. To have purposeful brands & 

labels

2. To have Product excellence as a 

mantra

1. To be Tech Intense

2. To be Data Driven

1. To attract world class people

2. To retain all Talents

3. To be culturally diverse

1. To become a Customer Centricity 

company

2. To become a Customer 

Acquisition Powerhouse

1. To have Clear rules of 

engagement

2. To become more ESG as our 

clients become more ESG

1.1 Address new prices range (high or 

low)

1.1 Launching owned brands in the US

1.2 Creating a new label of Schutz (lower)

1.3 Licensing footwear of exiting brands

1.2 Fragmented market – M&A

2.1 Develop underpenetrated Wholesale 

subchannels

2.1.1 Specialty stores

2.1.2 Shoe chains (new price range mainly)

2.2 Develop marketplace channel in the US

2.3 Increase relevance of Retail channel

3. Expansion to other Geographies

3.1 Mexico and Canada

3.1 Europe

3.2 Middle East

3.4 APAC (Asia-Pacific)

3.4 LATAM 

3.5 South Africa

4. Launch of new product Categories

4.1  Handbags 

4.2 Sports Inspired | Sneaker 

4.3 RTW (RESERVA or SCHUTZ)

Year 1 

(2022)

Year 2 

(2023)

Year 3 

(2024)

Year 4 

(2025)

CORE
EXPANSION

1. Expand Schutz and Alexandre Birman 

in the Wholesale channel

2.  Exponential growth in Schutz and Alexandre 

Birman in the Ecommerce operations

Strategy Map | Consolidated THE PATH TO GREATNESS

Not Priority
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Strategy Map | Customer Pillar

A D D  T O  B A G

THE
EVOLUTION 

OF THE 
E-COMMERCE 

BUSINESS

To grow our customer and traffic base through paid 
media, potentially internalizing knowledge and 
replacing some external vendors to have a better cost-
efficiency, and core in-house capabilities.

A customer-centric team to retain and engage our 
customer, dealing with high churn, retention, 
recurrence, and boost conversion.
Structured customer and omni platform to customize 
communication and engagement in scale.

Team focused on growth hacking and conversion 
optimization, supported by a personalization tool to 
make more sophisticated AB tests.

ACQUISITION & MEDIA

CRM

GROWTH

SYSTEMS AND INTEGRATIONS, CRM, HEADLESS E-COMMERCE

WILL BE 
SUPPORTED 

BY 3 MAIN 
VERTICALS 

THE PATH TO GREATNESS

1

3

1

Strategy Map | Customer Pillar
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E-COMMERCE 
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recurrence, and boost conversion.
Structured customer and omni platform to customize 
communication and engagement in scale.

Team focused on growth hacking and conversion 
optimization, supported by a personalization tool to 
make more sophisticated AB tests.

ACQUISITION & MEDIA

CRM

GROWTH

SYSTEMS AND INTEGRATIONS, CRM, HEADLESS ECOMMERCE

WILL BE 
SUPPORTED 

BY 3 MAIN 
VERTICALS 

THE PATH TO GREATNESS
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❑ 50% OF E-COMMERCE ORDERS HAVE TRANSIT TIME OF JUST 24 HOURS 

BECAUSE OF THE 3 STRATEGICALLY POSITIONED WAREHOUSES + 5 STORES 

❑ 30% OF E-COMMERCE ORDERS SHIPPED THROUGH PHYSICAL STORES, 

LEADING T QUICK DELIVERIES AT A LOW COST AND AN EXCELLENT 

CONSUMER EXPERIENCE

❑ 100% OF INVENTORIES AT THE 3 WAREHOUSES + 5 STORES ARE ONLINE 

(OWN E-COMMERCE + DROPSHIP WITH RETAILERS) DUE TO OUR SYSTEMS 

ARCHITECTURE MODEL, LEADING TO REDUCED LEFTOVERS AND REDUCED 

NEED FOR INVESTMENT IN WORKING CAPITAL.

5

NJ/WAREHOUSE

NY/NY RETAIL STORES 

(2)

FL/MIA 

WAREHOUSE

FL/MIA STORES 

(2)

CA/LA 

WAREHOUSE

CA/ LA STORE 

(1)

Dallas

Houston

24 HOURS 

DELIVERY 

REGIONS

NORTHEAST

SOUTHERN

WESTERN

RLM
ERP
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CRITERIA FOR POTENTIAL BRANDS

▪

▪

▪

▪

▪
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P U R P O S E

People every day

Caring&
Moving&
Surprising



Making the impossible a 
reality.

Committed to 
results and 

people
Testing and evolving for 

a big score.

A nice big 
dream

Not knowing the whole 
truth, being 

entrepreneurial.

Open minded

140

Values



A  M O M E N T  T O  R E M E M B E R

ofthe group

celebrating
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251.7 ROB as of 
Sep/19

Customers on 
the active base0.4M

Where were wein 2019?

R M
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The biggest growth in history!

744.8M
as of Sep/22

82%
growth vs 2021

ROB

195% growth vs 2019



525.9Sell-out sales as 
of Sep/22

Customers on 
the active base

Active base 
growth vs 20211.0M 48%

Sell Out Strength

R M
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The biggest growth in history!

373.9M
Physical stores as of 
Sep/22

56%
SSS vs 2021

152.0M
E-commerce as of 
Sep/22

65%
Growth vs 2021

37%
INFLUENCED SALES

Of the period’s online 
sales



238.2Sell-in sales as of 
Sep/22

POSs M POSs M 
growth vs 20213.2k 35%

Sell in Strength

R
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M



Casual & 
jeans wear

Footwear & 
accessories & 

athleisure

Casual & 
basics & 

Jeans
wear

Casual & 
Urban & 

Jeans
wear

Relaxed 
work wear

Basics print 
on demand

Smart 
basics

Casual 
streetwear

NFTs & 
metaverse
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Gaining 
more and more 
capillarity across 
Brazil!

81
Owned stores

57
Franchises

2.4k
POSs M

94
Owned stores

63
Franchises

3.2k
POSs M

2021

2022
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Strategic initiatives

AR&CO 2.0 ESG Journey DC Move On demandOmnichannel

149



AR&CO 2.0Investor Day 2022

RESERVA’S 
INCORPORATION

GOVERNANCE AND 
MANAGEMENT 
STRUCTURING

CREATION OF A 
SYSTEMIC HUB

150



ESG Journey

RESERVA RE-
CERTIFICATION AND 

AREZZO&CO  
CERTIFICATION

2019

80.6pt
vs

105.8pt
2022

7 YEARS OF THE PROJECT
+74 MILLION MEALS 

SUPPLEMENTED

D&I TRAINING

INCREASED BLACK 
LEADERS

CAREER 
ACCELERATOR FOR 
BLACK EMPLOYEES
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DC Move

ELECTRIC VEHICLES 
FOR 100% OF 

SUPPLIES IN RJ
PROPRIETARY WMS 

(PUSH&PULL)

12,000 sq.mt.

+2 MILLION
ITEMS WAREHOUSED

10,000 E-COMM ORDERS 
SHIPPED/DAY
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Omnichannel

40%
DELIVERIES SAME+NEXT DAY

2.5
DAYS’ DSI

58%
OMNI DELIVERIES
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On Demand

100,000 
ITEMS/MONTH

+80% CAPACITY 
INCREASE VS 21

NEW MACHINERY: 
KORNIT ATLAS

Faça.vc

FEATURES:

FAÇA.VC

INK

ITEMS WITH NO 
INVENTORY RISK
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Major Brand Levers

New categories
Memorable 
campaigns

Collabs & 
Partnerships

Innovation & 
Technology
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Memorable Campaigns

Valentine’s
Day

Tropical 
Paradise

World Cup Street
Mini

Fathers’ 
Day
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New Categories

Sunglasses Underwear Beach Jeans Fragrance

157

http://drive.google.com/file/d/1AtB8Umc_AKyKGbXDkQVpXxs1z6zK95Gq/view


Collabs & Partnerships

Mangueira NBA Flamengo
Rock in 

Rio Among US
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Innovation & 
Technology

ReservaX
Blockchain innovation 

cell

NOWWorld’s first 
digital sneaker Kornit

Israeli print
demand technology

Digital
wallet
Cashback

159

http://drive.google.com/file/d/1T6XuO1caSu1_UmU3GTMy6AR5r0JnZl05/view
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ROB

Stores

Growth vs 2021 118%60% 103% 240%

131 15 2 10
161
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New initiatives
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INK was created with the 
purpose of making life 
easier for entrepreneurs

Over 

2,500
sellers on the 

platform

Expanded product 
mix, beyond t-

shirts - Hoodies, 
sweatshirts, 

Oxfords and polos

Creation of DNVBs in 
partnership with 
influencers and 

creators - Acelerados, 
Desimpedidos, 

Thiaguinho

Corporate 
Sales Cell -

NuBank, XP, 
ItaúBBA, 
STONE

167



Reversa is here to turn 
things inside out and 
change views.

A line coming in to show the  side, authentically, 
freely, focusing on what is Real,  on change. It is far 
more than dressing people, we are women on the 
move: we invent, re-invent, rediscover and 
reverberate.

Reversa is here to 

revise concepts.

Focus on AB 
Class women

24-50 y.o. age 
group

Casual and 
Jeans
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Sales startedin 
July/22

10 corners
at Reserva 

stores

Firstphysical store 
launched in Leblon in 

Oct/22
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Basic 
done right

Opening up a new 
addressable market

Democratic basics 
brand

Online operations start 
in September 22

Rollout Sell In and 3-5 
owned stores 

openings in 2023
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BAW

Attitude, 
freedom and 
unique style.

Diversity:
Genderless brand with 

LGBTQIA+ and 
minorities 

representativeness

Pop Culture:
WE MAKE NOISE,

NOT FASHION.

Pioneer of influence 
marketing in Brazilian 

streetwear

Gaining capillarity on 
physical channels 

through owned and 
multibrand stores
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arrivesin
Rio de Janeiro

In Nov/22
172



Strengthening the 
culture and valuing 

people

Brand sell-in 
strengthening

New 
initiatives 

rollout

Stores 
expansion and 

digital 
penetration

On-Demand 
expansion

ESG agenda 
progress
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GUIDANCE

2023



508 537 558 611
673

735
878 930

1000*
1070

( *) FORECAST

+ 20-30
AREZZO&CO. STORES

+ 30-40
AR&CO. STORES

50-70
NET STORES

STORE OPENINGS IN BRAZIL

GUIDANCE 2023
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THANK YOU!




